Introduction.
In winning the 2001 general election Labour did better than in 1997 given it now had a four year record in office to defend. That said the party had used its first period to demonstrate its administrative competence and simultaneously maintain its lead in the public opinion polls. This together with a good economic outlook, ineffectual Conservative opposition and favourable press coverage made re-election a strong possibility. The campaign, when it began, did little alter this perception. This paper will explore Labour's 'short' general election campaign of 2001 (i.e. the traditional four weeks of debate before polling day). Inevitably this relates to the party's earlier strategic formulations (for more on these see Seyd, 2001 ). This is because it is often said that Britain, like many other modern states, is now experiencing the permanent campaign. Politicians, be they in office or opposition, are constantly engaged in attempts to communicate and convince electors of the worth of their proposals as well as themselves. In doing so they draw heavily on marketing theories, techniques and personnel.
The process has, for good or ill, now colonised campaigning (Wring, 1999) .
Consequently it is useful to apply a conventional marketing framework in analysing the dynamics of an election strategy such as Labour's in 2001.
Analysing a Political Marketing Campaign.
The political marketing process embodies four components, namely the party (or candidate) organisation, the environment it operates within, the strategy pursued, and the market competed in (for a longer discussion see Wring, 1997) . On the latter Gamble contends that: 'The main components of the modern political market are three; the existence of a mass electorate; competition between two or more parties for the votes of this electorate; and a set of rules governing this competition' (Gamble,1974,p.6) . In an electoral context the concept of environment involves consideration of: economic trends such as unemployment levels and consumer confidence; events of domestic or international importance; the reach and partisanship of select mass media; and the organisational competence and resources of their opponents.
In contrast to market and environmental considerations that constitute the 'givens', Hunt (1976) identifies the 'controllable' factors as the collection of strategic decisions that an organisation implements as part of its marketing programme. Together these variables are commonly known as the 'mix', a configuration that consists of the '4Ps': product, promotion, place and price.
The first 'P' is central to any marketing effort. In electoral terms the 'product' or offering is itself a 'mix' of variables in its own right and combines three key aspects: party image, leader image and policy commitments (Worcester 1991) .
The concept of party image encompasses factors such as the organisation's record in office, recent history and unity of purpose (Harrop and Shaw 1990) .
Once a largely ignored factor in electoral research, the growing and importance of leader image has been recognised in studies into the increasing presidentialisation of British politics (Foley, 2000; Mughan, 2000) .
Underpinning the product is the policy platform on which an election manifesto is based. This is increasingly significant given psephological research has begun to place greater emphasis on the rational choice notion of the elector as a consumer evaluating the issues and voting for the party most in tune with individual policy preferences (Denver, 1994) .
Promotions form the most obvious part of a marketing campaign. The promotional mix can be divided into two principal parts commonly referred to as 'controlled' and 'free' media. The first term covers all forms of advertising, be they poster, print or broadcast forms. In politics those responsible are often termed 'image makers'. Free media refers to the publicity which parties get through mass media coverage. Inevitably organisations have less control over this kind of exposure. Consequently strategists, not to mention the voting public, tend to view this kind of coverage as being of greater importance than advertising. This in part accounts for the rise of the ubiquitous 'spin doctors' responsible for public relations and news management functions (Franklin, 1994; Jones, 1995) .
At the heart of a 'placement' or distribution strategy is a network of regional suppliers. In politics the equivalent form of organisation is the party at subnational level. It helps co-ordinate volunteer labour in order to identify and mobilise potential supporters during election campaigns (Denver and Hands 1997) . It should be noted that, precisely because it is a political marketing "mix", some of the activities that may constitute part of one variable or 'P' can be found in another. In this way the methods of the distribution policy closely mirror those of a promotional strategy in that both are reliant on tools such as direct mail despite having different aims.
'Pricing', the fourth part of a conventional marketing mix, enables a commercial firm to develop a strategy that will help maintain competitiveness and profitability in the marketplace. Niffenegger (1989) justifies the electoral relevance of the pricing mix by outlining its constituent parts. These elements, relating to environmental phenomena as interpreted by the electorate, comprise voter feelings of national, economic and psychological hope or insecurity.
Depending on the audience being targeted, common economic themes include the opponents' intention to either raise tax and spending or else make sweeping budget cuts. In times of international insecurity or domestic uncertainty politicians, particularly incumbents, often stress their rivals' apparent lack of diplomacy or administrative competence. Such appeals are often couched in images which stress the need to counter what is posed as a threat to the 'national interest' from 'undesirable elements' be they at home or abroad. The other element in the pricing mix relates to the psychological cost implicit in voting. A popular feature in negative campaigns, such strategies tap unspoken prejudices about a given politician's lack of ability, judgement and trustworthiness.
'Pricing' policy need not necessarily form a wholly negative part of the political marketing mix. It is possible to conceive of a campaign strategy that promotes the idea of a domestic 'feelgood factor' or psychological notions of 'a nation at ease with itself' in their attempt to secure re-election. Despite the fact that pricing is the least tangible aspect of a marketing strategy, it is nevertheless a useful concept that complements the other variables.
Precisely because it is a 'mix', pricing can be seen to interlock and overlap with the other strategic tools, particularly those concerned with promotional and product management. Marketing can be analysed in its constituent parts but should ultimately be seen in its totality. showcased by the US Democrats in the 1992 presidential race and adopted by Labour in the run-up to the 1997 election. It was designed to break down hierarchies and allow the free flow of information between different sub-units (Gould, 1998) . This was particularly important given Labour was now in government and required a means of co-ordinating communication between ministers and the rest of the party. Potential problems of this sort were alleviated by the fact that almost everybody involved was a veteran of the 1997 campaign and many more had experience dating back long before then.
Tony Blair as party leader was nominally head of the election operation.
Given Blair was also the main campaigner he was unable to personally manage and oversee the campaign. That said his authority within the party was such that he was able to delegate decision-making duties to a number of his close aides and colleagues. The most senior of these people, the By contrast with the pledge on economic management, the commitment to maintain winter fuel payments for pensioners and the minimum wage was the only one to explicitly appeal to those in poverty or in danger of being socially excluded. The other three promises addressed the problems of public services by committing resources to the recruitment of thousands of extra nurses, doctors, police officers and teachers. The pledge on education also referred to improving school standards and, like the others, was clearly aimed at those families heavily reliant on public service provision. This and other related themes were revisited in Your Family, a women's magazine styled publication which used celebrities to promote government achievements. This and other publicity material highlighted Labour positioning on what strategist Douglas Alexander claimed were the party's key campaign issues of pensions, education and health (Freedland, 2001 ).
The Conservatives faced a key difficulty in responding to Labour on public services as they broadly agreed on the need for greater private sector involvement within the sector. There were differences in policy but these nuances were difficult to explain to an apparently disengaged public. By contrast prominent Labour sympathisers such as Mirror columnist Paul Routledge attacked the plans for ushering in the 'invasion of private profit'.
Practical electoral opposition to these proposals came from smaller parties as well as the Kidderminster based Health Concern group whose independent candidate actually managed to unseat a minister and win the local Wyre Forest constituency.
Other possible campaign issues like support for the proposed US Nuclear Missile Defence were neutralised by bipartisanship combined with deft manoeuvres by government spokespeople. The same could be said of the Dome, a project instigated by the previous Conservative government. Douglas Alexander summarised the Conservatives' positioning as being based around the issues of asylum, tax cuts and the Euro (Freedland, 2001 ; see also Gould, 2001 ). These were the essence of a pricing strategy aimed at exploiting prejudice within the national psyche and appealing to more base economic motives. The Conservative approach appeared to have limited resonance with the electorate. Labour did its best to ensure this remained the case. Most obviously the thorny issue of the Single European Currency, on which the government was perceived to be out of touch with public opinion, was largely neutralised by the renewed commitment to have a referendum before any possible British entry.
The effective 'non-decision' on the Euro underlined the marketing driven nature of Labour's strategic thinking. Despite reportedly wanting further European integration Blair was careful not to expose himself on this matter, even publicising his promise not to 'bounce' Britain into the Single Currency in the best selling daily and highly sceptical Sun newspaper. Conservative claims that any subsequent referendum would involve a rigged question smacked of desperation given the relative simplicity of this yes/no issue.
Hague's subsequent decision to campaign to 'Save the Pound' was perhaps churlish and ultimately futile. This particular inter-party dispute meant that it was more difficult for the Conservatives to make political capital at the expense of the government.
Similarly the party's commitment to reduce direct income taxes was compromised and undermined by a debate over alleged comments by Treasury spokesperson Oliver Letwin. Letwin had reportedly suggested Conservative public spending plans would probably mean something like 20 rather than the publicised 8 billion pounds worth of cuts. In the confusion Labour were resolute in restating their commitment to maintaining public spending levels. Once again the most telling criticisms of government policy came from sympathetic critics such as Ruth Lister keen to see ministers abandon their 'Middle England strategy' and consider raising taxes (Lister, 2001 ; and also Dilnot, 2001 ).
The 'Controllables': imagery. 'The concentration by the public and the media on the packaging rather than the product can only fuel a cynicism that it is all a game.
Everywhere artifice, nothing natural and true to itself. This, combined with the poll-fed impression that it is in the bag, could lead to record levels of abstention' (Powell, 2001 ).
The 'Controllables': place
The fact that Labour designated its 2001 campaign Operation Turnout rather than something similar to the 1997 label Operation Victory reflected a central strategic concern. As one organiser admitted: 'The size of our majority will depend on a high turnout' (Wintour, 2001) . From December 1999 resources were concentrated on defending the 90 key seats targeted and won at the last general election. But the main concern was that stay at home voters might cost Labour the other 66 'far side' constituencies the party unexpectedly gained in 1997 (Cook, 2001) . Public recognition that there might be difficulties in mobilising the core vote came with a well publicised eve of poll visit by Blair to Pontefract and Castleford, Labour's fourteenth safest seat (majority of over 62% in 1997). This reflected real concern over whether the party's traditional working-class constituency would bother to participate in the election.
Ironically peculiarities in the electoral system helped Labour retain just about all of these 146 'priority' seats following a slight swing to the Conservatives.
In the months leading up to the general election Millbank had made preparations for the eventual announcement of the polling date. When Blair called the election Labour strategists immediately launched a plan of action.
This began with an attempt to contact around 50% of the electorate living in the battleground constituencies in order to identify potential vote switchers and doubtfuls. Central to this effort was the party's new call centre at Tyneside in the north east of England. This facility's ability to contact up to 10,000 voters each night provided Labour with a valuable means of strategic self-promotion as well as instant electoral feedback (Travis and Maguire, 2001 ). Similar efforts were put into organising a direct mail campaign (Seyd, 2001 ).
300,000 voters in over 60 battleground seats were sent professionally edited videos featuring the actor and Labour National Executive member Tony
Robinson introducing the local Labour candidate together with sympathisers talking about themselves and their community (Denver et al., 2001) . Another key aspect of local efforts were blitz canvasses in which Labour MPs limited their time with each household to 30 seconds in order to maximise exposure.
Labour's attention to detail was remarked upon by a number of those national journalists on the Blair battlebus. Acknowledging the potential importance of regional press and broadcasting networks, the Labour press machine developed a strong sub-national PR effort and took care to cultivate these media with relative concern and diplomacy. By contrast national journalists attending on the battlebus felt they got little for their expensive tickets and were annoyed by their perceived lack of access to Blair and his campaign. In an election campaign marked by perceived voter disengagement the party privileged regional and local media as potentially fruitful avenues to reach an apparently bored public. 
Conclusions

